Consumer Perception of Corporate Donations：Effects of Corporate Awareness, Type of Donation and Timing by 郭筵婷
10384                           ______
17620081151383                                   UDC
______
______
Consumer Perception of Corporate Donations Effects of 
Corporate Awareness, Type of Donation and Timing
_______________



























                            
               
               


























     2.
                             










































As economic globalization continues to develop, competition among companies
has become fiercer. Corporate social responsibility, as well as product quality, service 
and price, makes up the core competency of the corporate. Research on corporate 
social responsibility (CSR) from the consumer’s perspective, who is one of the most 
important stakeholders, is being highly valued in academic circles, and study on
corporate donations and consumer attribution of CSR are focal points. However, study 
on corporate donations is still in its youth in China, and very little empirical work has 
been done to the motivation, implementation and effect about corporate donations.
This paper studies consumers’ perception of corporate donations by experiment, 
focusing on the effects of corporate awareness (famous corporate VS unknown 
corporate), type of donation (unconditional donation VS cause related marketing) and 
timing of donation (proactive VS reactive), as well as the mediation of consumer 
attribution.
The paper makes several conclusions: first, consumers have significant 
perception on different types of corporate and different timing of donation but not on 
different types of donation. Second, the mediation of consumer attribution is not 
significant, and there is only partial mediation exists between timing and consumer 
perception. Third, famous enterprises should take the initiative in donation, and 
unknown enterprises could make up faults by doing good. In proactive situation, 
unconditional donation is more appreciated, while in reactive situation, cause related 
marketing is better. Donations in proactive situation arouse fewer suspicions than 
those in reactive situation, but whatever type of corporate and donation, and whenever 
to donate, consumers tend to believe that the corporate act from selfish and profit
motives.
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